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Ting Szu Tan

Based in Singapore

Director, APAC Above Market

Consulting & Insights

Ting Szu brings over 20 years of
experience in FMCG market
research, combining
measurement, quantitative, and
qualitative insights to support
both manufacturers & retailers.

She partners with clients on
strategic decision-making,
delivering actionable trends and
insights that drive brand growth,
and is a regular speaker at
industry events and seminars.

Jayati Basu
Based in Singapore
APAC

Practice Lead Ad & Design

Jayati has spent over 5 years
supporting marketers with
neuroscience backed insights to
support their business decision
making.

Her career spans over 20 years
with deep expertise in
neuromarketing & quantitative
research techniques, as well as
analytics across Asia Pacific,
the Middle East & Africa.

Dr. Parul Savale PhD

Based in India
APAC & EEMEA
Neuroscientist

Dr. Parul is an Ex-EdTech
Startup founder with over 5
years of experience with product
building using cognitive
neuroscience principles.

In her current role at NIQ, she
designs, researches and
consults with marketers on
leveraging neuroscience
insights to drive real world
impact
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12 mins Challenges brands face in APAC today Ting Szu Tan
15 mins Driving ROI through Pack Design — learn from winning packs Jayati Basu
15 mins The Neuroscience of Pack Design Dr. Parul Savale PhD
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Challenges brands face
in APAC today

Ting Szu Tan

Design Impact



Priority will be to address the volume decline for APAC to bounce back in H2

2020 2021 2022 2023 2024 2025 2026
o ® ® O o ® O

6.9%

5.4%

100 4.2%
3.7% 3.7% 3.8% 3.5% $.0%

3.1%

NiQ . \ mm %\Weighted volume growth ~ == %Price growth ~ —e=9%Value growth
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Source: NielsenlQ QBN report series ending June 2026 - Sales Value USD fixed rate



Strategize to leverage the tailwinds and circumvent the headwinds across the region

Quarterly FMCG Value growth vs. same period last year

The Superpowers Northeast Asia Southeast Asia Pacific
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Premiumize to help accelerate value growth as consumers shift to health and wellbeing

Asia Pacific FMCG Industries’ Value Growth % vs. YA Price Tier Importance
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Awards / Source: NIQ data to June 2026 (Value for money PI1<80, Mainstream 81-120, Premium 121-160, Super Premium>161)



Learn from adjacent categories to identify ways to trade up/down consumers

Share change in value sales by Industry & Price Tier (MAT June 2026 vs 2YA )

Trading up

Polarizing

Mainstream growth

Trading'down

e wu
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Frozen

Pet
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Baby

Laundry

Oral & Personal
OTC & Health
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Snacks & Conf
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Pack Food
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Value for Money
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Expect to'see competition.intensify as local brands drive to become regional

Malaysia
Singapore
Vietnam
Taiwan
New Zealand
Hong Kong
Philippines
Thailand
China
Indonesia
Australia

S.Korea

MAT June 2024 MAT June 2025 MAT June 2026

India
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Importance of Origin

Source: NielsenlQ Data to June 2026
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To win in H2 2026 & beyond, brands must relgnlte

volume growth, establish a clear brand architecture to

maximize portfolio growth & profitability, and prepare for \R'
intensifying competltlon from agile reglonal players RN




Driving ROI through
Pack Design
Jayati Basu

Design Impact



Packaging is @ ] +4%
the most ﬂ average lift in actual sales of

our Annual Design Impact
Award winners

frequently seen
marketing

N\
asset a brand @
owns

...but if not executed well,
Packaging is the shortcut to

AR ave = revenue declines of -6%
meaningful impact on sales (average) are at I"iSk

AN
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9 years of...

NIQ
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Recognize
packaging

redesigns that drove
measurable growth

o)

4 )

a )
Understand the

design decisions
that contributed to
success

(%)
)

\§
4
Learn principles
that can be applied
across brands and
categories

G)

~
Inspire future
iInvestment in
design as a growth
driver

7

N J

\_ f.}i}ﬁj
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Methods for understanding why design works

EEG (Neuro)

What the brain
processes

 Emotional Engagement
« Cognitive Processing
 Message & Brand Activation

A\
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d Eye Tracking b

What captures
attention

Survey
What shoppers
report
* Visual attention * Perceptions
« Viewing sequence * Preferences
» Areas of focus * Purchase Intent



%t Annual NIQ Design
Impact Award Winners
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FABRIQUE EN FRANCE FABRIQUE EN FRANCE

Splendor

LAUNDRY DETERGENT

OTHER N5

NN

BARLOLALY) @

UIDIV.
| MULTIPLIER

ELECTROLYTE
DRINK MIX

LEMON LIME

{ Persil

VITAMINS &

NUTRIENTS

<ManeALSwecToners ‘
Everyday Clean

i

o ORIGINAL
Protects Colors
L N - - L | Deep Clean & Care
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NETWT 13.58 02 (385)

AGIS T
ATURE

EST. 1960

CLASSIC CREME

SANDWICH COORIES
NON
Y, go‘
VERIFIED

NETWT9.0 02 (255 g)

CHOCOLATE
CAKE LOVERS |

sponge cake
with creamy filling

—— STONE BAKED =

,: THIN &CRISPY
" ;& Four

\

ommA+ CAFEINR

ENERGY DRINK

LIBERTE

S30SHIN SVNS

002457 i PRoNTY PARA 0 coxsey A s K U

ey ///

SINCE 1857

R
JOHN WEST

MUNA CHUNKS

in Spring Water

SINCE 1857

‘x
JOHN WEST
i TUNA CHUNKS

in Spring Water

SINCE 1857

JOHN WEST |

SINCE 1857

X
JOHN WEST

A TUNA CHUNKS

| STA%%( in Spring Water




What can we learn from
the winners?



Persil

Less Noise. More Impact.

Design that makes the product
easier to choose

ORIGINAL

Protects Colors
Deep Clean & Care

\ I GED) CAUTION: e,
X Grtergent

NIQ
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You don’t get minutes.
You get seconds to maximize
your packaging impact.

~13 seconds
to make a decision

Shoppers make decisions quickly.

In a crowded aisle, complex
packaging gets passed by.

A\
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From complexity to clarity

Speak like your
consumer, not like
your category.

Clear, everyday

language makes
products easier to
understand and
easier to choose.

A\
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Before
Cluttered

Professional

. HYGIENIC
= CLEAN'

Persil

PROCLEAN

" power-iquid® detergent

Original

/ DEEP CLEAN

After
Simplified
Approachable

o CLOTHES
o €g,
» %,
) e,

Everyday Clean

S rotects Colors
Dee
CAUTION:

00 FLOZ(3;

20



How Persil simplified for impact

Simplified hierarchy

- Reduced competing elements
- Clear focal point

Simplified language
- “Everyday” removes friction

- New tagline is approachable / desirable

@ Removed distraction
- Cleaner background

- Stronger contrast

CLOTHES
W S
@c(

Y

4’6\

.l
S| °

Per

Everyday Clean

ORIGINAL

Protects Colors
Deep Clean & Care

CAUTION:Fegios,
sl

eterpent 100 FL0Z(3120T) 2.951

| ———

NIQ
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Clarity of information yields stronger takeaways

Before After

Reliable

High Strong Reliable /
Low Strong Premium
Premium Effective

Effective

Message resonance is a hon-conscious, databased measure of how top of
mind certain attributes are after viewing the pack in isolation.

A\
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L)

| CAVISIBLEIZIINVISIBLE DIRT

ORIGINAL

Protects Colors
Deep Clean & Care

CAUTION: SSasimpar sy,
detargent Rl

100 FL0Z(31201) 2.95L

. 5~ DEEP CLEAN "

Before: hard to read,
light beam imagery
obscures text and
competing elements
hinder legibility

After: arrow seal visually
reinforces benefits
proposition, background is
clearer and better contrasts
with the white, action-oriented
text

23



Simplicity drives
understanding

Reduce effort.
Increase impact.

NIQ \

Design Impact TH(.)me :
Awards / ;;

Lasting Freshness
Protects Colors

€2

(&

100FLOZ(3120T) 2950 e

\g

Hypoallergenic

Dye & Perfume
Free

24



/

The 7
Sweet Spot
award

P
DairyMaid
Ice Cream
Familiar but Fresh
Familiarity builds trust.
Relevance keeps it growing.
NIQ \
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Distinctive assets gain value over time

Design
Trust Value
ldentity Strategy
Advertising . Logo
Marketing

A

Design Impact
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Brands accumulate meaning over time.

Packaging should embody and amplify
brand associations.

The strongest redesigns highlight the

assets and cues that already make a
brand recognizable.

26



From dated to desirable

The best redesigns
amplify what
already works.

A\
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Before After
Familiar Familiar

Feels disconnected Feels confident

Tres

Vanilla (3
Flavoured
Ice Cream

“Country Fresh has been a South African favorite for over 30 years, known
for its generous tubs and familiar taste. But as the category evolved, its
nostalgic identity had lost relevance with younger families. The brand
felt dated and lacked shelf presence.”

27
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How Country Fresh amplified its
strongest assets

C)
—
00O

Reclaimed the brand’s blue
- Expanded the iconic blue across the full pack
- Creates stronger shelf presence and recognition

Simplified the visual structure
- Removed competing zones and decorative elements
- Aligned bold typography across the pack

Increased appetite appeal
- Larger, more appetizing product imagery
- Product becomes a key focal point on pack

28



Familiarity still matters when it feels relevant

A\
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O
O

Agree the packaging conveys a product that is
“is a treat for the whole family”

The redesign modernized the brand without
sacrificing its broad family appeal.

29



Great redesigns
strengthen identity —
they don’t replace it.

Modernizing familiar
brand cues can
improve relevance
without sacrificing
recognition.

A il
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/
R 16275

P |

¢ LIQUIDIV.

ELECTROLYTE DRINK MIX

Liquid L.V. |8

From Product to Power Brand

Packaging that evolved with the
category it helped build

SCIENTIFICALLY FORMULATED

A\
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A category was born. Then it scaled fast.
Liquid 1.V. evolved with it.

When Liquid |.V. launched, hydration
powders were niche — built for education.

Today, the category is mainstream,
competitive, and growing fast.

Rapid growth reshaped the role of
packaging.

~$240M > ~$586M

2022 2025

32



From instruction to identity

As consumers
moved from
“learning” to

“choosing” the
role of packaging
changed

A\
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Before
Product-first
Cluttered hierarchy

Heavy emphasis on functional
science, leaning medicinal

uxyk‘mou;

Fueling Life's Adventures

HYDRATION MULTIPL

ELECTROLYTE DRINK MIX

LIQUID

MULTIPLIER

ELECTROLYTE DRINK MIX

3X THE ELECTROLYTES OF THE
LEADING SPORTS DRINK

launched 2012

launched 2023

After
Brand-first
Clear, linear hierarchy

Balancing flavor and functional
science

1635cé

¢ LIQUIDI!

ELECTROLYTE DRINK MIX

LEMON LIME

nnnnnn

LIQUIDIV.

HYDRATION MULTIPLIER

ELECTROLYTE
DRINK MIX

LEMON LIME

SUGAR FREE

SCIENTIFICALLY FORMULATED

launched 2024

33



163mce

¢ LIQUIDIV.

ELECTROLYTE DRINK MIX

LEMON LIME

1 ON-THE-GO
STICKS

LIQUIDIV.

HYDRATION MULTIPLIER’

ELECTROLYTE
DRINK MIX

LEMON LIME

_ SUGAR-FREE

4 o
SCIENTIFICALLY FORMULATED YUTRITIO

" SCIENTIFICALLY FORMULATED

A\
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How Liquid L.V. evolved with the category

@ Simplified the message
- Reduced claim clutter

- Clearer hierarchy
- Flavor stands out

Elevated the aesthetic
- Richer color palette

- Cleaner typography

- Stronger consistency

Shifted to Brand First

- Bolder brand presence
- From explaining to signaling

34



Redesign made Liquid |.V. more Premium and Delicious

Before After

Premium

More Premium

More Delicious

Low Strong

+ 1 1 % tastes delicious

Bold brand presence, stronger imagery,
and a clearer claims hierarchy drove more
positive product / brand perceptions.

Premium

Message resonance is a non-conscious, databased measure of how top of
mind certain attributes are after viewing the pack in isolation.

A\
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e ON-THE-60 NO ARTIFICIAL
{3 fernes 14 e SWEETENERS

As categories
mature, the role ¢ |_|(1U|D IV. O LIQUIDIV.

of packaging IYDRATION MULTIPLIER HYDRATION MULTIPLIER
ELECTROLYTE DRINK MIX ELECTROLYTE DRINK MIX
EVOlves STRAWBERRY WHITE PEACH

SUGAR-FREE

Explain less.
Signal more.

1asice

« LIQUIDIV.

HYDRATION MULTIPLIER +IMMUNE SuPPORT
ELECTROLYTE DRINK MIX

g

¢ LIQUIDIV.

HYDRATION MULTIPLIER +ENERGY
ELECTROLYTE DRINK MIX

WILD BERRY BLEND
FLAYORED WITH OTHER NATURAL FLAVORS

A

' = FASTER
i HYDRATION

NIQ \ 4

Design Impact “Home™
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14-0.56 0z (16g) STICKS — NET WT.7.900z 224)




Design doesn’t
create value by
looking better. It
creates value by
working better.

A
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10 87

0
LIQUIDIV.

HYDRATION MULTIPLIER ‘

‘\ lllllllll
JOHN WEST
MTU

" INA
in Spri
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The winners looked very different, but they succeeded for
the same reason: they made it easier to shoppers to notice,
understand and choose the brand.



The Neuroscience of
Pack Design
Dr. Parul Savale PhD



Simplified language

Clutter free

A\
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Simplified visual structure

Why simple works for the brain?

Lk

¢ LIQUIDIV.

ELECTROLYTE DRINK MIX

LEMON LIME

Simplified message

Clutter free

39



We are cognitive misers

Simple presentation is rewarding and remembered better over time

" W
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Conceptual complexity

Difficult to follow ideas can tax
cognitive resources and lower
engagement.

Perceptual complexity

Multiple competing elements or busy
unusual visual effects can tax the
brain and lower engagement.



A good example of simplifying both perceptual and conceptual

complexity

» HYGIENIC
0 CLEAN®" %
w VSIBLE B NVISBLE oat

Before
Cluttered

Professional Pel'5i|

PROCLEAN’

power-iquid® detergent

Original

4 ~ DEEP CLEAN

A\
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After
Simplified
Approachable

5 clom;,ﬁé_
l Everyday Clean “
ORIGINAL
Col

41



: Before After
Simpler design

increased
engagement with
Persil pack

Easier to process,
people lean in.

Emotional Motivation
A measure of lean-in

Zonal EEG Engagement m .
NiQ \ Quintile Distribution “ 80-100

DeSign ImpaCt A difference of 2.5 between Zonal EEG Scores is significant at the 75% confidence level.

Awards /



Which information flow is easier to grasp?

A\
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22D sEmn

PACK GARLIC BUTTER

(2270
BAGS

43



Which joke is conceptually easy to understand?

e L ) RETA DOUAMTR PO PARAM AR OF‘:lc'AL AMAAA. AAAMA OFFlC'AL
(ﬂlb : PRODUCT BY: (ﬂ!} PRODUCT BY:
wma| 100% halal FLOATY six | 100% halal FLOATY

|||||||||

NIQ \
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Contrast creates
what stands out

Hard to notice

A\
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Noticeable

Stands out

The brain is wired to detect differences
quickly. Contrast creates the strongest visual
signal.

That signal creates a clear focal point,
making products noticeable at shelf.

What stands out gets seen — and what gets
seen gets considered.

45



What do you think makes food more enticing in the redesigned pack?

A
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Tresh

Vanilla
Flavoured
Ice Cream

46



Easier entry
points create
stronger
engagement

When it is easier
to engage with,
the pack is more
memorable.

A

Design Impact
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Zonal EEG Engagement

A difference of 2.5 between Zonal EEG Scores is significant at the 75% confidence level.

47



When color disappeared, shelf navigation and appetite appeal weakened

A

IVEZBEYLX

‘. ib"‘;\\l :- | ‘
\ . N
s . ()

)
| . \»
. ’ \
" \ p
) : : W'
R/ S - ' ~% \4 W
[! s ; rs o
R e

Calbee shifted 14 products to monochrome packaging
to conserve printing materials. The move generated
attention, but the initial uplift did not last.

A\
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Color acts as a fast visual shortcut for brand, flavor and
food appeal

+45% 4 consecutive weeks |
week-on-week sales value Sales then declined; the drop
during the peak publicity from peak was the second-
week largest in the past year

Shopper complaints:
“Hard to find” and
“Difficult to identify the flavor at a glance.”



Great packs and brand blocks gets noticed by prioritizing “what stands
out” to the brain

Neuro Decision Tree

Pattern/ Words/

Size/ shape Orientation Numbers

Creating strong brand blocks can help packs:

immediate influence on how the ‘brain « Get noticed by shoppers
shops’ because brains work to simplify « Help products differentiate

complex inputs. - Mitigate confusion at shelf
* Reinforce your brand

E These fundamental visual cues have an

¢

A
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Ease of Processing ol = N
(Fluency) —_— |
Drives Emotion

H FABRIQUE EN FRANCE FABRIQUE EN FRANCE
ELECTROLYTE DRINK MIX v \%‘
N 1 \
g:
!

AVAL

RRRRRRRRR

A
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Memory — A key decision metric

Memory = Familiarity = Relevance = Frame of Reference = Context

Familiarity enables connection

A

Bensigmlmmance = Frame of Reference = Connect = Context
Awards /
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What do you think make the redesigned pack look more like Country
fresh?

Tresh

Flavoured
Ice Cream

Use of familiar elements

A\
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Another use case for Familiarity: Collaborations!

PlayAgain =
with INNISFREE

LLO KITTY
:fm FRIENDS
W

~ rag

_#5POWER
/" CHERRY

Cherry juice shade, like a mouthful of fresh fruit

@Disney/Pixar ©Hasbro. All Rights Reserved.

Innisfree x Toy Story McDonald’s Hello Kitty x Godzilla

Cadbury’s Dairy Milk x M Co Beauty

But do all collaborations drive equally strong associations?

A\
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Less intuitive associations can confuse shoppers!

Context matters Alignment to the category or
brand matters

While a familiar character's presence can
cause a spike in Memory, the character will
not be able carry the product sale by
themselves.

Characters chosen to promote the brand should
be aligned with the brand’s values/ethos to avoid
confusion or withdrawal.

A\
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Another use case of Familiarity- Heritage

Hand-drawn elements, symbols and imagery communicate history, expertise, nostalgia and values
However, a heritage story should not appear old-fashioned; it must be modern, relevant & future-ready

A
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Familiarity and
Relevance

Drives Memory

A\
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Note: When we think of driving emotion and memory, it is not just restricted to
design

NOW RESEALABLE

CHAMPAGNE

=LEG HAM-

A
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No second guessing with NIQ's System 1 measurement

Neuroscience EEG

e 32 EEG sensors measure brain response
. | 250times per second

| A, I Decision Driving Metrics:
s { ~——  Emotion | Memory | Attention

Eye-Tracking

What attracts attention,
where viewers focus

60
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